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Ekuitas merek dapat mempengaruhi rasa percaya diri pelanggan 
sebelum membeli atau memilih suatu produk atau jasa. Ekuitas merek dapat 
berkembang didukung oleh loyalitas merek konsumen yang kuat serta 
kesadaran konsumen yang baik dan persepsi kualitas konsumen yang tinggi. 
Penelitian ini bertujuan untuk meneliti pengaruh hubungan antara persepsi 
kualitas dan kesadaran merek terhadap ekuitas merek melalui loyalitas 
merek sebagai mediasi. 
Sampel yang digunakan berjumlah 150 orang konsumen Mitsubishi 
Pajero Sprot di Surabaya. Data dikumpulkan dengan menggunakan 
kuesioner. Teknik analisis yang digunakan adalah structural equation model. 
Hasil penelitian ini menunjukkan bahwa brand awareness dan perceived 
quality ditemukan berpengaruh signifikan terhadap brand loyalty. Selain itu 
juga brand awareness dan perceived quality juga ditemukan berpengaruh 
signifikan terhadap brand equity. Hasil penelitian ini juga menambahkan 
bahwa brand loyalty ditemukan berpengaruh signifikan terhadap brand 
equity. 
 












Brand equity can affect the confidence of customers before 
purchasing or selecting a product or service. Brand equity can thrive 
supported by strong consumer brand loyalty as well as a good consumer 
awareness and consumer perception of quality is high. This research aims to 
examine the influence of the relationship between the perception of quality 
and brand awareness toward brand equity through brand loyalty as 
mediation. 
The sample used amounted to 150 people consumers Mitsubishi 
Pajero Sprot in Surabaya. Data were collected using a questionnaire. The 
technique used is the analysis of structural equation models. The results of 
this research show that brand awareness and perceived quality found 
influential significantly to brand loyalty. In addition, brand awareness and 
perceived quality also found significant effect against the brand equity. The 
results of the study also adds that the brand loyalty of influential found 
significantly to brand equity. 
 
Keywords: Brand Awareness; Perceived Quality; Brand Loyalty; Brand 
Equity. 
 
 
